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Course Overview

Which brands make you happy? What draws you into these brands? How do companies create
compelling brand experiences? How could you cultivate a brand that fosters customer engagement?
This course takes a customer-centric approach to explore such questions with the goal of identifying the
ingredients for building and managing inspired brands.

To bridge theory and practice, the course interweaves lectures, guest speakers, case discussions and in-
and out-of-class exercises. The course culminates in a Brand Audit Project, which provides a systematic
way to inventory existing brand assets and develop a forward-looking strategy. The project requires
students to select an existing brand for which they conduct their own insights research and to apply
their learnings in order to assess the current state of the brand, and to provide recommendations for
the brand going forward.

The course objectives are to:

e Provide an appreciation of the role of brands in customer decision making and in creating
shareholder value.

e Increase fluency with the core principles underlying a customer-centric approach to brand
strategy, and create familiarity with research tools that illuminate the meaning and strength of
any particular brand.

e Augment student ability to think creatively and critically about the strategies and tactics
involved in building, leveraging, defending and sustaining inspired brands.

e Encourage the application of brand principles to oneself—so as to be aware when building and
communicating one’s own personal and professional brand.
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Course Structure
This course is organized into discrete topics that collectively address the course objectives.

Topic 1: Understanding Brands and Branding

This topic provides a basic understanding of branding: what a brand is, what functions brands serve, and
when a brand strategy is relevant for customers and the firm. The cases in this introductory section
expose students to the underlying conceptual framework for the course in which brand meanings—
resonant, unique and well-managed over time—create brand strength, which in turn provides value to
the firm in the form of competitive advantage, increased market share, and reduced risks. The main
sessions in this section focus on establishing the key foundations of a strong brand: value proposition,
brand personality, brand positioning, and brand relationships—and the distinction between brand
image and identity.

Topic 2: Measuring Brands

In order to really understand a brand’s meaning and its sources of strength, a critical step is
measurement. This section covers traditional and non-traditional tools for measuring brand strength—
both qualitative and quantitative methods (e.g., interviews, focus groups, ethnography, surveys and
brand valuation methods). Exposure to these tools will be integral in helping students learn from
consumers the meaning and strength of a particular brand.

Topic 3: Crafting Brands

This section provides a view into what is involved in the formulation of the brand asset. The most
important task in designing the brand is specifying the unique and relevant meaning the brand is to
capture. This meaning must then be translated to reflect in the range of brand elements: brand name,
logo, slogan, jingle, package design, retail space, online space, and over-arching experience, etc.

Topic 4: Managing Brands

This final section focuses on the challenges that confront brands as they seek growth and relevance over
time, and the stewardship, skills, and perspectives that enable sustained brand health. Collectively, the
sessions in this section convey the complexity and significance of the long-term task of brand
maintenance.
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Course Materials
Available via Study.net.

Case: Parfums Cacharel de L’Oreal 1997-2007

Article: Exploring Brand-Person Relationships: Three Life Histories (Condensed)
Case: Building Brand Community on the Harley-Davidson Posse Ride

Case: Samsung Electronics Company: Global Marketing Operations

Case: Brand Storytelling at Shinola

Case: Selecting a New Name for Security Capital Pacific Trust

Case: Naming the Edsel (Condensed)

Case: Claiborne Asks Web Surfers to Name New Line

Case: Can 3G Capital Make Burger King Cool Again?

O 0N LN

Additional materials may be posted on Canvas throughout the course.
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Course Requirements and Grading

Your overall course grade will reflect your fulfillment of the requirements based upon the following
weights:

> Class Participation & Attendance 15%

> Individual Assighments 35%
e Brand Relationship Interviews 10%
e Personal Image-Identity Gap Analysis & Positioning Statement 10%
e 6-word Personal & Brand Stories 5%
e Brand Purpose Assignment 10%

» Brand Audit Project 25%

» Brand Audit Presentation 25%

Class Participation

Critical to being part of our classroom community is being present in class, both physically and mentally.
The course is developed to be an ongoing conversation, and like any meaningful conversation, it
requires all parties to be present as much as possible.

| will take attendance in this course and it will count as part of your grade. Of course, COVID continues
to make attendance challenging. If you are feeling ill on the day of class, you should not attend class.
Absences for illness will be excused. | will record all class sessions except those in which we welcome a
guest speaker, so that anyone unable to attend class can watch later. As noted on the first page, if you
cannot attend our guest speaker sessions live, you should not take this course.

There will be many opportunities, both in class and via Canvas, for you to contribute to our discussions.

To allow the rest of the class to benefit from your engagement and thoughtful insights, speak up and
become part of the conversation. Grading this aspect of class participation is necessarily subjective.
Some of the criteria for evaluating class participation include:
1. Areyou prepared? Do your comments reflect evidence of deep case analysis (vs. simply
stating case facts)?
2. Are the points you make relevant to our discussion? Do they move our discussion forward
(vs. hinder our progress)?
3. Are you an effective communicator? Are your thoughts presented in a concise and
convincing fashion?
Focus on quality, NOT quantity.

In addition, you are encouraged to share relevant articles with the class via Canvas, as well as to read
and comment productively on those articles posted by your classmates and by Professor Williams.
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Individual Assignments

Four individual assighments are required, several of which are designed to encourage you to apply
brand concepts to your own personal brand. See the schedule for due dates and the “Assignment”
section of the syllabus for detailed instructions. You will submit these assignments through Canvas prior
to the start of the class in which they are due. You should also be prepared to discuss your assignments
during class.

Brand Audit Group Project

Students will form teams (between 5 and 7 members) to work on this project. Please take the time to
put together a team that will work well together in terms of schedules, skillsets, goals, etc. All groups
must be formed, and potential brands identified by the date listed on the syllabus.

Your assignment is to select a real brand (new or well-established) and conduct an audit of that brand.
Every team must study a different brand, so a pre-approval from me is necessary (see below). A startup
that has not yet introduced a product is acceptable, so long as the product definition and potential
brand strategies are sufficiently developed to allow for a meaningful audit. | will be happy to work with
your team to discuss how the group project might be best adapted to be useful for a startup and to
meet course expectations. Feel free to pick a service (e.g., non-profit or for-profit) or product (e.g.,
consumer, technology, etc.) brand. You can choose a brand that you think is currently very strong or one
that you think might be currently under-performing.

The goal of the brand audit is to assess the brand’s sources of equity and suggest ways to improve
and/or leverage that equity. To do so, each team will conduct an audit that includes a brand inventory
(comprehensive summary of the existing marketing and branding program) and brand exploratory (the
result of empirical research), followed by recommendations for brand strategy and strategy
implementation.

Brand Inventory: A current, comprehensive profile of how all products and services are marketed,
branded and sold by a company.
e Identify all brand elements (logos, symbols, characters, packaging, slogans, trademarks, etc.).
e Discuss and distill the brand’s heritage, stories, and historical equity
e |dentify the inherent attributes of the product/idea/service (pricing, communications,
distribution policies, other relevant marketing activities).
e Profile direct and indirect competitive brands for points of parity and points of differentiation.
e Using all of this, gain an understanding of:
o What customers’ current perceptions might be based upon
o Assess the consistency and continuity of marketing program
o Assess perceptions of line and product extensions by customers and important
collaborators
o Identify brand strengths and weaknesses
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Brand Exploratory: An investigation of customer brand knowledge, awareness, associations (strength,
favorability, uniqueness), attitudes, preferences, relationships, community, etc. Research activity should
be focused on understanding what relevant customers think and feel about the brand, in order to
identify sources of brand equity, challenges, and opportunities for the future.

e Analysis of prior research studies that might be available (internal, external)

e Analysis of media coverage/interpretation of the brand and product category

e The team’s own qualitative research

e The team’s own quantitative research

For your qualitative research, conduct (at least) either three one-on-one interviews or one 6-8 person
focus group. For your quantitative research, conduct a survey among a larger number (30+) of relevant
customers. Your goal is to learn about the brand associations, brand relationships, sources of equity,
etc., possessed by your focal brand.

Using all of this:

» Uncover current knowledge and feelings for the core brand and its critical competitors (existing or
emerging)

> Develop a detailed and accurate profile of the brand’s image, identity, etc. (platform, associations,
stories, etc.)

» Determine depth and breadth of brand awareness, brand image, and necessary points of parity and
points of differentiation with respect to critical competitors

The final project will include an in-class presentation to the entire class and a final written report. Both
the written and oral components of the project should summarize the key insights from the Brand
Inventory and Brand Exploratory and utilize key course concepts and tools to structure your analyses
and recommendations. Based upon the insights from your team’s Brand Inventory and Brand
Exploratory, make recommendations to best position the brand for the future:

e Which (if any) new meanings should the brand develop?

e  Which (if any) existing meanings should be strengthened or eliminated?

e What is the optimal positioning going forward? Identify and elaborate a marketing

strategy/program to deliver that recommended positioning.

In-class presentations will be short, due to time constraints. Your written report is an opportunity to go
beyond, in depth and breadth, what your team is able to cover during the in-class presentation.

Progress Reports: Each team will submit progress reports several times throughout the semester. The
first progress report should sketch your preliminary understanding of your target brand in terms of
salient brand meanings/associations and provide an outline for your qualitative research (see below).
This progress report should be no longer than 2 pages, single spaced, 12-point font, 1-inch margins all
around.

The second progress report should summarize the most important insights from your qualitative
research and sketch your preliminary plan for your quantitative research. This progress report should be
no longer than 2 pages, single spaced, 12-point font, 1-inch margins all around.

The purpose of these progress reports is to keep you on track and to provide an opportunity for me to
offer feedback and guidance to each team.
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Participation Assessment: Each member of the group will be asked to assess the contributions of each
group member to the overall brand audit project. | will collect these assessments via an online survey
upon completion of the brand audit project. This information will contribute to my final assessment of
each member’s final grade for the brand audit project.

Final Presentation: Each team will present its brand audit during one of the last two class session.
(Presentation date, order and time restrictions will be provided in-class.) Treat this as if you were an
outside consulting group presenting your recommendations for the brand’s next steps to the brand’s
senior leaders. Realize that to convince your audience of your proposal, you will need to substantiate
your recommendations with a clear understanding of the brand and empirical insights. Be sure to
leverage key course concepts in your analysis and recommendations. And, perhaps most importantly,
your presentation must be vivid and engaging. You may use PowerPoint, Googledocs, video, or any
other compelling and engaging format—be creative and have some fun!

Final presentations will be evaluated by all students not on your group as well as by Professor Williams,
on several criteria:

1. The extent to which you demonstrate understanding of your target brand

2. The insightfulness of your qualitative and quantitative research insights

3. The quality of your team’s recommendations to the brand

4. The overall creativity of your presentation.

Final Report: Your team’s final report should convey your understanding of the brand’s current status
and offer guidance for its future. You will also use the insights from your research to formulate a
positioning statement, six-word story, perceptual map, and brand platform (prism, house, etc.) to
convey the brand’s ideal positioning with respect to its competitors. The final report will use all of this
information to identify the sources of brand equity (and missed opportunities), thereby providing the
basis for your recommendations going forward.

Final Report Page limitations: 1-page executive summary; 12 additional pages of text (single spaced, 1-
inch margins all around; 12-point font); up to 5 pages of appendices/exhibits.
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Session/Date

Topic

Readings

Assignments

Part 1: Understanding
Brands

Course Syllabus

Loved & Hated Brands
Assignment (Submit on

#1: Canvas, be prepared to
Tuesday, discuss in class)
1/17/23 Part 2: Brand-Person Exploring Brand-Person Relationships: | Prepare case for in-class

Relationships Three Life Histories (Condensed) discussion.

Part 1: Brand Community | Case: Building Brand Community on Each group must sign up
#2: the Harley-Davidson Posse Ride and submit a listing of 3
Tuesday, potential brands for the
1/24/23 Brand Audit Project

Prepare case for in-class
discussion.

Part 2: Guest Speaker

(TBC):

Sebastian Buck,

Co-founder and Strategic

Lead, enso

Part 1: Brand Positioning Brand-Relationship
#3: and Your Personal Brand Interview Write-Up
Tuesday,
1/31/23 Part 2: Guest Speaker

(TBC):

David Rubin (WG 99),

CMO, New York Times

Part 1: Measuring Brands
#4.
Tuesday, Part 2: Measuring Brands | Case: Samsung Electronics: Global Prepare case for in-class
2/7/23 Marketing Operations discussion.

Part 1: Crafting Brands: Personal Brand: Image

Brand Purpose Identity Gap Write Up and
#5: Personal Positioning
Tuesday, Part 2: Guest Speaker
2/14/23 (TBC):

Ibraheem Basir (C'07, WG

’12), Founder and CEO,

A Dozen Cousins

Part 1: Crafting Brands: Brand Audit Project
#6: Brand Stories Progress Report #1
Tuesday,
2/21/23 Part 2: Crafting Brands: Case: Brand Storytelling at Shinola Prepare case for in-class

Brand Purpose &. Brand
Stories

discussion.




MKTG 7780

Spring 2023

Professor Patti Williams

Part 1: Crafting Brands:
Brand Names

Cases:
1. Selecting a New Name for
Security Capital Pacific Trust
2.  Naming the Edsel
(Condensed)

Prepare Security Capital
Pacific Trust for in-class
discussion. Skim Edsel and
Claiborne cases for in-
class discussion.

#7: 3. Claiborne Asks Web Surfers
Tuesday, to Name New Line
3/14/23 Part 2: Guest Speaker: Six Word Personal Story
Marisa Thalberg, Former and Six Word Brand Story
CMO Taco Bell and Lowe’s
Part 1: Crafting Brands:
#8: Brand Elements
Tuesday, Part 2: Guest Speaker
3/21/23 (TBC):
Soyoung Kang,
CMO, eos (WG ‘03)
Part 1: Crafting/Managing Brand Audit Project
Brands: Progress Report #2
Brand Platforms & Brand
#9: Books
Tuesday, Part 2: Guest Speaker
3/28/23 (TBC):
Kristin Connelly,
VP Global Brand
Marketing, Activision
Blizzard Esports (C '07)
#10: Part 1: Managing Brands Brand Purpose Analysis
Tuesday, Part 2: Guest Speaker:
4/4/23 TBD
#11: Part 1: Managing Brands
Tuesday,
4/11/23 Part 2: Managing Brands Case: Can 3G Capital Make Burger King | Prepare case for in-class
Cool Again discussion.
All Brand Audit
#12: Presentations
Tuesday, Brand Audit Project
4/18/22 Presentations All Brand Written Reports

Due 5pmET, 4/24/22
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Preparation Questions for Case Analyses

Below are questions to guide your preparation for the case studies we will discuss in class. Note that
you do not have to turn in answers to these questions; they are merely guidelines or starting points for
your own analysis. The questions are meant to help you focus on the main problems identified in the
case and to give you a sense of the issues and themes we will discuss in class.

Exploring Brand-Person Relationships: Three Life Histories (Condensed)

1.

Think about the life stories of the three informants in the article and their quotes regarding the
brands they use. Is it appropriate to say that these consumers have formed relationships with
the brands they know and use? In what ways yes, in what ways no?

Based on the article, what kinds of connections form between consumers and their closely-held
brands? Are these connections specific to individual brands, or can patterns be identified across
brands in a given customer’s portfolio?

Are Jean’s relationships different from Karen’s or Vicki’s? If so, how are they different? Whose
brand relationships are strongest? Why?

Think about the pool of brand relationships available for study in the article. Can you think of
ways to summarize and describe these relationships in ways that might be managerially useful?
Which brand relationships in the case would you describe as especially strong and enduring?
What makes you describe them as strong? If you wanted to measure the strength or quality of a
brand relationship, what questions would you ask the consumer?

Think about the traditional ideas of brand loyalty, customer satisfaction and brand equity. Have
the stories of Jean, Karen and Vicki altered your sense of the meaning of these terms in any
way? If so, how so?

Building Brand Community on the Harley-Davidson Posse Ride

1.

vk wnN

Should Harley-Davidson continue to sponsor the Posse Ride? Why or why not? What role does
the Posse Ride currently play in the HOG events mix? What role should it play going forward
What is HOG’s role in developing community for the Harley-Davidson brand?

Evaluate Harley’s strategy and performance in “getting close to its customers.”

How can HOG itself be maximized for H-D?

For class, try to come up with another example of a brand that successfully cultivates a brand
community (perhaps a brand community you are a part of). What is the nature of that
community? How does the brand cultivate the community? What role does the community play
in helping to build the brand? Are there any downsides of the community for the brand?

10
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Samsung Electronics Company: Global Marketing Operations

1.
2.
3.

4.

How strong was the Samsung brand before Kim’s arrival?

What did Kim do to strengthen the brand?

What do you think of the method and measures developed to assess the Samsung brand across
markets?

Can Samsung pass Sony and become a top ten global brand?

Brand Storytelling at Shinola

1.

o

What is Shinola’s brand story and how powerful is it? From what does it derive its power? How
does it build meaning for the Shinola brand?

Why do contemporary consumers appear to be responding to Shinola’s story? Which needs
does it fulfill for them?

How authentic is Shinola’s brand story? How much does authenticity matter to luxury
consumers? What kinds of authenticity matter? What should Shinola do to be perceived as an
authentic brand?

How effective/ineffective is Detroit for place branding? What are the opportunities and risks of
aligning Shinola with Detroit?

As Shinola expands into international markets, how should the Shinola story be changed, if at
all? Why?

Have Washburn and Kartsotis made the right move in launching the sub-brand Detrola? Why or
why not? How might it affect Shinola’s brand equity?

How well does the Shinola Hotel fit into the brand strategy? Why?

How should Washburn respond to the RETHINK SHINOLA movement?

What can other brands (luxury and otherwise) learn from Shinola’s experience building a new
(luxury) brand in today’s contemporary marketplace?

Selecting a New Name for Security Capital Pacific Trust; Naming the Edsel (Condensed); Claiborne Asks
Web Surfers to Name New Line

1.

vk wnN

Is the choice of brand name significant? Why or why not? What is the role of the brand name?
What makes for a “good” brand name? A “bad” brand name?

What different kinds of brand names are there? Is one type inherently better than another?
What key choices and trade-offs must a manager make in selecting a brand name?

What options do managers have for name generation? What options do managers have for
name evaluation? Reflecting on the naming stories presented in these three cases, what makes
a naming process better than another?

Can 3G Capital Make Burger King Cool Again?

1.

How has Burger King been positioned (and perceived) historically? What is the state of the
brand at the time of the case?

In the case, management is considering five different potential positioning strategies. Which do
you recommend? Why?

With an advertising budget dwarfed by competitors, Burger King needs to choose carefully
where to invest. Make a recommendation for how BK should allocate its marketing dollars, the
role of social media in the overall strategy, what messages (creative) should be emphasized, and
why.

11
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Name:

Loved/Hated Brands Worksheet

Complete this sheet and upload it to Canvas. Be prepared to share your responses in class.

1. What is a brand that you love? Why?

Brand Name Why do you love this brand?

1.

2. What is one brand that you hate? Why?

Brand Name Why do you hate this brand?

12
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Individual Assignment #1
Brand Relationship Interview

The reading, “Exploring Brand-Person Relationships,” will provide insight into how to approach this
interview. The case itself illuminates the concept of brand meaning by looking in-depth at the
connections that form between three women and the brands they use. Thus, it offers a glimpse of the
insights that are possible when consumers’ lives are understood holistically, and brands are considered
to be part of those lives. Perspectives from psychology, sociology, and the study of culture can be
applied to illuminate the meanings brands contain for the consumers who use them. The guide posted
on Canvas, “Strategies for Qualitative Interviews,” also offers best practices for conducting interviews.

Interview a MKTG 7780 classmate regarding a relationship they have or had with a brand. The brand you
interview this person about should NOT be the brand you’re focused on in your Brand Audit Project.

Please prepare a 2-page maximum (single spaced) in-depth summary that includes your answers to the
qguestions below.

Your interview should be focused on learning information about the relationship that can be
managerially useful.

1. What key insights were revealed about how this consumer views, relates to and connects with
the brand? How would you characterize your classmate’s relationship with the brand? How and
why was the relationship built, maintained, etc., over time?

2. Asa brand manager, what would you do with this information?

3. How might you take the insights you’ve identified and examine them more quantitatively
(amongst a larger population) to learn more broadly about the type, quality and strength of
relationship revealed in your interview? Be specific. For example, if you'd like to conduct a
survey to assess these insights on a larger scale, you should describe the specific survey
guestions and potential responses that would allow you to assess the extent to which your
insights apply to a broader population.

13
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Individual Assignment #2
Personal Brand Image-ldentity Gap Analysis & Personal Brand Positioning Statement

To manage any brand effectively, you must constantly be in touch with your brand strategy and what
your customers think about your brand. It’s often the case that there are differences between the
internal perceptions of a brand and external perceptions. It helps to have some language to pull these
constructs apart: Brand identity is defined as the set of (aspirational) associations the company has for
its brand; Brand image is defined as the set of (actual) associations customers have with the brand.
Understanding how the brand is perceived internally and externally is critical to build and manage a
strong brand.

This concept is equally useful in assessing and managing your personal brand. To conduct an image-
identity gap analysis for your personal brand, do the following:

1. Assessyour identity (i.e., how you see yourself), by writing down:

a. What are 5 words that you strongly associate with yourself?

b. What are 3 (positive) things you are not? For example, what are three areas of
incompetence?

Assess your personal image (i.e., how others see you), by asking at least 10 people—family,
friends, classmates/colleagues:
a. What are the first 5 words that come to mind when they think of you?
b. What are 3 (positive) things you are not?
Visually capture your personal image by creating two separate word clouds, using a website like
www.wordart.com. The first word cloud should include the characteristics that your
respondents provide in 2a above. The second word cloud should include the (positive) things
people said you are not (2b above).
Analyze your findings:
a. Are there discrepancies/gaps between your identity and image? What are they? What
do you think has led to those discrepancies?
b. Would it (ever) be important to address those gaps? If yes, what steps can you take to
close them? If not, why is it not important to address the gaps?
c. Given this image and identity information, and with respect to a certain group (e.g.,
Wharton students, all students or young professionals, your family, your gender, etc.),
what are your points of parity? What are your points of differentiation? That is, with
the insight you gained from assessing your identity and image, how should you position
your personal brand?
Pulling from all of the above, draft a positioning statement for yourself. The statement should
capture your UNIQUE personal brand essence. It should also be appealing to your target
audience. Choose your target audience: who are you trying to influence and impress? Keep in
mind that to be compelling, you must be concrete in the support you provide.
The template below identifies each component that should be included in your positioning
statement. The components need not appear in this exact order.

Positioning Statement Template:

Your name (product/brand)
is (unique and most important claim)
among all (competitive set/frame of reference)
for (target audience)
because (concrete support/reasons to believe).

14
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Individual Assignment #3
Personal and Brand 6-Word Stories

Tell your story...but in just six words. Even if some of the elements remain unwritten (and are just hinted
at or implied), your story should contain a protagonist, conflict, obstacles or complications, and a
resolution. For instance, some say that Hemingway’s famous 6-word story was amongst his best work:
“For sale: baby shoes, never worn.”

Your assignment is to write two 6-word stories:

1) Your personal story. You might choose to tell a 6-word story that supports the positioning statement
that you developed for Individual Assignment #2. Or you might choose to tell a different story about
yourself. No explanation necessary—just your personal 6-word story.

2) The story of your Brand Audit Project brand. Please list the name of your brand before your brand
story. Each Brand Audit Project team member will write their own unique story for the team’s chosen
brand. Again, no explanation required.

15
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Individual Assignment #4
Brand Purpose Analysis

Recent forces have pushed brands to articulate and act in accordance with a wider purpose. What is
purpose? Some have described purpose as the reason why the brand exists. Others define purpose as a
brand’s social mission—not just why the brand exists but how it goes beyond profits to articulate its
impact on society.

As we discussed in class, large percentages of consumers believe that brands should play a larger role in
society than just maximizing profit or shareholder interests. Substantial majorities of consumers think
that brands should support issues that directly impact, or are impacted by, the business, issues that are
important to consumers, or issues that are widely discussed in news and society. Research has
suggested that consumers give increased attention to brands’ messages of purpose, trust purposeful
brands more, and meaningful majorities say they will purchase more from companies that give back in
some way. Some research suggests that purposeful brands earn outsized financial returns. Employees
also increasingly say they want to work for companies that have purposeful strategies, and studies
suggest that employees who work for such brands are more loyal, engaged, and willing to advocate for
them.

How do companies find purpose? They might find purpose in their brand heritage or values, either from
looking at their history or by looking at their current spheres of influence. They might choose to address
customer or cultural tensions, or they might take on externalities associated with their
products/services. In choosing purpose, brands are urged to consider 1. What the world needs; 2. The
brand’s major capabilities and how those could be used to have impact; 3. What their organization
(employees, leaders, founders, etc.) is most passionate about; 4. What the brand’s current and
prospective customers would value.

In this assignment, I’d like you to help a brand that might not have an obvious purpose find one. Choose
from this list of brands for your assignment: American Express, Android, Aveeno, Cadillac, Dunkin’,
Hilton, Honda, Infosys, Instacart, KitKat, Microsoft, Netflix, Pottery Barn, Samsung, Spotify, Twitter, UPS,
Verizon, Windex. You may not choose the brand your brand audit project is focused on for this brand
purpose assignment. If there is a brand (or person brand) not on this list that you’d like to choose for
your assignment, email me and we can discuss it.

This assignment should be submitted in the form of slides (pdf or ppt only). You may submit no more
than 6 slides total. Keep the type on the slides readable (nothing smaller than a 12-point font). Visual
elements are strongly encouraged. You may include brief notes in the notes view of the slides if you
believe they are necessary or helpful for me to understand your slides. Those notes, if included, should
be 12-point font and should not exceed 100 words on any one slide.

Based on your understanding of your chosen brand’s identity and platform:

1. Identify and describe a value that you think the brand stands behind. This should be clearly
relevant to the brand’s existing (current or historical) equity and platform. What does the brand
believe? How does the brand see the world? What makes that viewpoint different and
potentially impactful? For example, many companies believe in being good corporate citizens,
but only State Farm believes in being a good neighbor. You will probably need to investigate the

16
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brand and its platform a bit to identify this. Provide some supports for your perspective about
the value/belief the brand stands behind. (1 slide)

2. Articulate how the brand’s values/beliefs could be translated into a brand purpose and be
specific about how you think that purpose should be stated. This should be a statement that you
think is uniquely appropriate for the brand and that reinforces or helps to build the brand’s
equities. Provide a brief rationale for your purpose statement. (1 slide)

Some questions to consider:

e Canyou articulate the purpose in a way that is meaningful, true, and coherent for the
brand?

e What makes you think the brand has the critical capabilities to excel at this purpose?

e Would this purpose help to create stronger relationships with customers? Help to
attract a new segment of customers?

e  Will customers be able to easily associate the brand with that purpose? Will customers
perceive the brand to be the “rightful owner” of this purpose?

e Can the brand have demonstrable impact on the social need?

e Would it be difficult for competitors to copy?

e Are key stakeholders who care about this purpose in the wider world likely to support
the brand’s involvement?

3. Describe actions (strategies and tactics) that you think the brand could undertake in service of
that purpose. How will the brand match what it says about purpose with specific actions? If you
were doing this for State Farm, for example, and decided on a purpose centered around being a
good neighbor, you might consider the characteristics that make a good neighbor, then suggest
appropriate and relevant strategies and tactics for the brand that match those characteristics.
This could be specific acts, broader signals about State Farms’ values, or collaborations (with
companies, foundations, celebrities, orchestras, etc.), etc. Be creative! To what extent are you
suggesting this purpose should be integrated into the brand’s strategy (what stage of purpose
are you proposing)? (2-3 slides)

4. We all know that what gets measured gets managed. And purpose can be difficult to measure.
What should the brand measure to assess its relative success as it pursues this purpose? Be
creative but also be sure your measures are realistic and relevant. (1 slide)

I'll highlight a subset of slides from our class session on brand purpose that might be helpful as you
complete this assignment. These slides will be available under the “Assignments” folder on Canvas.
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